
Growing Your Firm Master Series 
Module: Marketing 



Introduction to the Marketing Section: 

Marketing is perhaps one of the most talked about skills, but 
also one of the most confusing in terms of what, or who, to 
follow! Which is why we’re going to give you the marketing 
foundation first, then dive into specific tactics you can use. 
While we all love marketing tactics, it is critical that you read 
the foundation section first. This ensures that as new tactics 
come into play, you’ll be able apply best practice principles to 
effectively use them (or decide that are not right for your firm!). 
This essentially gives YOU the power to make the marketing 
decisions, instead of being held at the whim of all the 
consultants, bloggers, authors, etc (not to say they’re aren’t 
great consultants, but it’s critical you have a good foundation!).  

With that in mind, let’s dive in. 



Marketing Foundation:  

Marketing, at it’s core, is about 3 things. Yes, just three things:  

✓ Your Message 

✓ Your Market  

✓ The channels you use to deliver your                                                            
message to your market 

That’s it! Three buckets that determine the effectiveness of your marketing 
strategy!  

(we’re assuming the service you provide is high quality, or else no amount of 
marketing will save you!)  

With that in mind, let’s dive into each one in more detail.   



Market (Who do you serve) 

Your “market” refers to your target market, or simply put, 
who you serve. 

This could be broad based, such as “any person or 
business within 20 miles of my location”, to specific 
“we’re focused on bookkeeping and accounting services 
for construction companies in Pennsylvania”. 

Generally, the more specific your market, the better. 

Now this might be counterintuitive, because by 
“narrowing” or specifically define your market, by 
definition, will decrease your target market.  



But the upside is that you can: 

1. Craft specific service to meet their needs 

2. Craft a message that specifically meets the needs of that 
client 

3. Spend marketing dollars where you know that client is 
(online, offline, etc) 

Many starting out will define their market as “whoever gives 
me money”, which, starting out, is ok. After all, we need to 
keep the lights on  

But as you continue to grow, this “one size fits all” market 
model will becoming damaging to your marketing dollars 



For example, if you target everyone, look at all the 
“potential” places you could market: 

1. Local radio 

2. Every local paper 

3. Various business journals 

4. Multiple conferences 

5. Any number of direct mail campaigns 

And the most part is, you message (which comes later) 
will not be as strong because you will be seen as a 
“generalist” (which often has to compete on price) versus 
a specialist (who often avoids price comparison).



Let’s say you just sprain your ankle… 

Would you rather go to a generalist? 

Or a specialist. 

Most likely a specialist, because you trust that their an expert in 
the field. 

Same goes with your market. 

How to think through your market:  

So there’s a few defining criteria for thinking through your 
market. Ultimately, you want a mix of clients that are fun to work 
with, and don’t bark at every single price you present to them. 



So a few things to consider: 

1. Which market is not extremely price sensitive? 

2. Which market do you enjoy working with? 

3. Which market are you position to best serve? 

4. Which market is under(or poorly) served? 

Ultimately, the choice is yours. You can use a 
combination of questions, or focus on just one. 



So let’s say you answered the questions as such: 

• 1. Which market not extremely price sensitive? 

• Business owners.  

• 2. Which market do you enjoy working with? 

• Business owners.  

• 3. Which market are you position to best serve? 

• Business owners? I like working with established business thought, typically between 5-50 
employees 

• 4. Which market is under(or poorly) served? 

• Not sure 

You’re on the right track, but it’s still a bit vague. Again, feels very much like a “generalist” from a 
marketing specific. 

If this sense, I would recommend looking into targeting an industry, or a specific type of business (for 
example, service business with over $10 Million in sales). 

Let’s say you reevaluate the questions and decide that because you have a strong, core group of 
business owners that are in the construction industry… you decide to look into defining that as your core 
“market”. 

And because you want owners that are well established, you want construction companies that have at 
least $1Million in revenue.



Once you focused on a single market or client, it’s 
time to create a client avatar.  



Client Empathy Map 

Now that we have a target market (construction 
companies doing at least $1M in revenue), we can 
look into creating a custom avatar of “who” we want 
to market to. 

This might “feel” a bit silly, but going through this 
exercise could provide invaluable insight into what 
makes your client tick. 

This helps you position your firm better, create 
better marketing, and can even assist in defining 
additional services you’d like to offer.

 



 



 

As you can see in the image above, I prefer to use something called a 
client empathy map.  

I prefer this technique because it forces us to “walk a mile” in our 
markets shoes. 

The goal of the exercise is to get a 360 view of your target client, 
what they see and hear in terms of their influences, but also what 
their fears and obstacles are. 

Nothing in marketing really starts as perfect, so don’t be 
overwhelmed in thinking this exercise, and entire course, needs to 
provide a “perfect, bullet proof” system. Simply thinking through 
some of these questions will open the doors to profitable marketing. 

(And notice how we haven’t even “touched” tactics like social media, 
email, direct mail, or anything.  

This foundation is something that transcends the latest shiny object, 
and will stand the test of time. )



 

So as we go through the empathy map, perhaps we find: 

1. That many top trade magazines for construction owners constantly talk 
about how Accounts Receivables and cash flow kills the profit of many 
companies (ie “Hear’) 

2.  That for many owners, they started the business with a sense of pride 
because they were so good in their trade, but have since distanced themselves 
from the daily work, and have a hard time managing staff, operations, and 
everything else that goes on in the “business” (ie Feel) 

3. Many owners spend their free time in the outdoors, and you actually see 
many “outdoor” ads in the trade magazines (say and do) 

4. Their biggest fear is losing their company, or being absent from their family. 

5. That their dream business is one where he or she can focus on talking with 
clients about the projects. 

The more you think through each section, not only does it improve your 
marketing, it improves your client relationships! You’ve taken a huge step is 
really internalizing what they experience every day, which informs every 
interaction you have with existing and potential clients.



 

Now that we understand our market, we can now look 
into crafting the ultimate “message” or “Unique Selling 
Proposition” for them  



 

Your Message 

Commonly referred to as your Unique Selling Proposition, this answers 
the question in your prospects mind of 

“Why should I do business with you, over any and all alternatives?”  

Think about how busy the marketplace is. 

We’re used to seeing nearly 5,000 ads a day.  

The point is, you need to cut through the clutter. 

And in order to do so, you need a crystal clear marketing message (USP) 
to a specific target market. 

So what is the formula for creating a USP? 



 

Here are a few formulas to help you craft your Unique Selling Proposition:  

We help X, do Y, so that they can get Z 

Example: We help 7 & 8 figure construction companies automate their 
back office finances, so they can they increase cashflow, grow faster, and 
save more money on their returns. 

Get X, under Y time frame, guaranteed  

Learn how Top Construction Companies Save over $10,000 dollars on 
Their Returns, in Under 30 Minutes, Guaranteed. 

We Help Top Construction Companies Increase Cashflow By 154%, in 
Under 30 Days, Guaranteed 

Now, while these formulas may seem simple, finding the true benefit of 
your service can be challenging.  

To help kickstart the process of thinking,writing, and speaking in benefits, 
you can fill out the table below.
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To help think through the features/benefits, you can use 
the phrase so you can at the end of each service you 
office, to really force the benefit to come out. So list your 
services, and then add the phrase “so you can” to help 
you fill out the table below. 

We call this the “Feature Pain Benefit” Grid. 



 

Once you’ve completed the grid, you will have a huge advantage over your 
competition, in that you will understand why your clients choose to specific service. 

By overlaying this feature-benefit analysis, you can then overlay your unique selling 
proposition with a service or statement that matches your target market. 



 

To recap: 

Market is the “Who You Will Serve”, Your Message is “What You Will Say” 
and the Media is “Where You Will Market. 

Notice how Media is last. This is completely intentional.  

One of the biggest mistakes is to immediately jump to “Where” instead of 
thinking through the market or the message. 

For example: 

We immediately jump onto Twitter… but is your market on there? 

We immediately want to advertise on radio… but does your market listen 
to that station? 

One of the mistakes when spending marketing dollars is investing in media 
without having a good grasp on your market or your message.  

If either market or message is missing, it doesn’t matter where you 
advertise !



 

If you don’t know who your market is (or it’s broadly defined as “people 
who need accounting work”), then you can literally justify advertising 
everywhere. And if you have a healthy six figure marketing budget… go 
for it. 

But if you’re like most firms, in that your marketing dollars actually needs 
to bring in an ROI within the next 30,60 or 90 days… 

Then you cannot afford to use the typical “shotgun” marketing approach, 
spraying ads everywhere it hopes that someone sees something. 

So we must define a market, one that has the ability to both utilize and 
pay for our services, and craft a message, service, or offering that will 
serve them above and beyond the competition. 

If we have those two things in place, we can then ask: 

Where does my market go to make buying decisions? Where do they go 
to get an informed opinion about something?  



 

You can then list these media channels and begin building a “media 
list”. 

For example, if we sell to construction companies, it might be: 

1. List of trade magazines they read 

2. List of websites or blogs they visit 

3. List of top authors or consultants in the space 

4. Review popular search terms for that industry 

and so on. 

Some of the media channels might be expensive (ads in large 
publications), others might be cheap (or even free). 

List as many as you can, we can always prioritize later. 



 

Once the list is created, the next step is to put some numbers 
behind it. 



 

With a full list of targeted media channels (try to get at least 10), you can then 
determine, based on price and expected return, which ones to try out first. 

Some will work, others will need tweaked, and some will get dropped completely. 

The point is that you have a targeted segment, a compelling message, and appropriate 
channels to test and measure.  

Once you start measuring your marketing, you regain control your budget, your growth, 
and your cashflow.  

For example, look at the sample data I put in the graph above. When I contact a media 
channel, I always want to know what the average views, clicks, visitors (anything) a 
typical campaign can bring in. They might not give you a straight answer and say “well 
that depends on ….”, but get a typical, or average, response they’ve seen with a similar 
ad in the past three months. They will have that information on file. Knowing this limits 
the risk of your investment and sets up a better expectation for you (and your marketing 
dollars) and the results you can expect. As always, if it’s measure, then you’ll know for 
sure how the spend/marketing channel went. 

Finding a profitable marketing channel might be challenging at first, but it’s not 
impossible, and certainly obtainable if you setup the three “M’s” marketing foundation 
as early as possible! 



 

Conclusion:  

We hope you enjoyed the 3 “M”s of marketing.  

This is THE foundation to setup your firm for success.  

Included in the appendix are links to helpful articles 
for specific tactics and tools, and be sure to check 
out the implementation worksheet immediately!  

Thank YOU!  



 
BONUS: Website Best Practices checklist   



 

Website Design Best Practices: 

•Above the fold Call to Action (CTA)  

•Call to action refers to the specific step you want the visitor to take  

•Unique Selling Proposition 

•Answers the question: What should they do business with you?  

• Lead Capture 

•A way to get their contact information 

• Appeal to Skim Readers  

•Remember, most website visitors skim a website like they do a newspaper! Make sure you 
have headlines and subheadlines to help skim readers  

• Have Testimonials! 

•Having reviews and testimonials on your website is one of the quickest ways to build trust  

• Keep it clean, simple, and helpful!  

•If it’s hard to navigate your website, visitors will become frustrated and leave. It’s better to be 
simple than clever!   

Reference Video: https://www.youtube.com/watch?v=JFvMdMlFilQ 

https://www.youtube.com/watch?v=JFvMdMlFilQ


 

Have Questions on Implementation?  

Check out the “Implementation Checklist & Worksheet” 

Questions? Email david@JetpackWorkflow.com 

mailto:david@JetpackWorkflow.com

